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摘  要 
I 
摘  要 
未来二十年将是中国公墓行业增速发展的时机。在这样一个垄断性与竞争性并具的








主要在 STP 营销理论指导下，对项目市场细分，目标市场选择和市场定位进行研究。 
































Cemetery industry of China will be developed rapidly in the twenty years.In such a 
monopolistic and competitive market, business cemetery projects are facing opportunities and 
challenges. W cemetery project is one of important projects in Fujian province. It is located in 
the suburb W, near Quanzhou city. The sales of the project is not as expected since last year 
and marketing issues are existed all the time. W cemetery needs to get the target customer 
groups by positioning market and ensure the correct developing direction of the project in the 
future. In addition, the project will combine with effective marketing strategies to realize a 
typical cemetery project in Quanzhou. The research is based on studying the marketing 
strategy of W cemetery project and the aim of it is to provide decision-making reference for 
other cemetery projects to make marketing strategy.  
The research mainly uses the method of combining theory with practice. First of all, the 
research presents the advantage and marketing status including problems of W cemetery 
project. The way of on-the-spot investigation is used to analyze development of regional 
cemetery projects in Quanzhou City and main competitors are selected as examples to 
compare. Then, by the guidance of STP marketing theory mainly, it is effective to use the 
result of questionnaire survey, the market segmentation, target market selection and market 
positioning to study. 
In this paper, the target market of W cemetery is chosen from the family which is based 
on the middle and high income in W city of Quanzhou area and marketing strategy of the 
project is to create the unique feature and integrity cemetery brand. Moreover, the project is 
based on the characteristics of professionalism, minority religion, regional business and big 
family customer market to motivate surrounding counties and cities to develop. The research 
provides different product design programs, innovation events and value-added services to 
realize product differentiation strategy by creating reputation quotient and big family cemetery, 
professional and religious art tomb. On the other side, the cost composition, product line 
splitting, and flexible discount pricing strategy are used by the project. Store agent, geomancy, 
related organization cooperation strategy, multi-channel agent and professional sales team 
training promotion strategy are referred as well. Finally, the paper points out the safeguard 
measures from three aspects of capital control, supporting facilities and information system. 















expounds the research background and research methods. The second part is the relevant 
theory and literature review for the application of the marketing theory, and the relevant 
literature of the cemetery. The third part is the analysis of the current situation of the W 
cemetery. The project's own marketing and external marketing environment analysis are 
included. The fourth part is the market positioning of the W cemetery. It is combined with 2 
kinds of dimension which is region and income for market segmentation, to determine the 
target market selection and market positioning. The fifth part is about the W cemetery 
marketing strategy adjustment. According to the 4Ps marketing theory, the paper put forward 
the problems existed in the project and reasonable marketing combination strategy based on 
market positoning. The sixth part is the implementation of W cemetery marketing strategy. 
The seventh part is the conclusion. 
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第一节 研究背景与意义 























                                                        
1 资料来源：中国国家统计局. 2015 年国民经济和社会发展统计公报



























































营销理论、4Ps 营销组合理论与 4Cs 营销组合理论，提炼出本论文的主要理论依据；
并介绍了公墓相关文献综述。 
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